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Purpose: Communism, being one of the most repressive systems, influences the whole spec-
trum of behaviors of individuals, groups, and society. Countries that changed their political 
system start a journey of external (economic, social) and internal (personal, interpersonal, 
group) changes. The post-communist burden determines human behavior, and managers and 
leaders should pay attention to these consequences. The research deals with the perception of 
creative identities (a creator, artist, manager, entrepreneur, and leader) by the society of post-
communist countries compared to countries without communist history. 
Design/methodology/approach: Quantitive research (n = 160) among people from a dozen 
nations; chi-square test of independence used; qualitative analysis of feature differences.  
Findings: There are no statistical differences in the perception of the creative identities of 
a creator, artist, manager, entrepreneur, and leader between citizens of post-communist and 
non-communist countries. 
Practical implications: The study in perception of the particular creative identities might have 
practical implications for managers and leaders of groups, and business organizations domi-
nated or not by creative individuals. These differences are shown in detail, and links between 
this research results and the literature are built. 
Originality value: The originality of the research lies in the conclusion that societies that fin-
ished their intercourse with communism more than one generation ago (ca. 30 years) should 
be perceived similarly to non-communist societies. Perception of the creative individuals' so-
cial capital by these societies does not show essential discrepancies.  
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Each country, being a specific group of people using the same culture, influences the 
identities of its citizens. Communism, being a political system that tries to determine 
and control all levels of economy, culture, organizations, and society, had been – and 
still in many countries has been – causing profound consequences in individuals’ 
minds, souls, and behaviors. These consequences last not only in people who have 
(had) been living under communist pressure themself but also in their children and 
subsequent generations and are seen as general social characteristics, beliefs, values, 
and behaviors. These differences are investigated by researchers who defined the 
lower level of social capital in post-communist societies and can be observed in areas 
of lower productivity and performance (Buttrick and Moran, 2005; Markowska-
Przybyła, 2020), lower political participation (Huber and Montag, 2020; Sotiropoulos, 
2005), lower institutionalization (Soaita and Wind, 2020), higher particularism 
(Mungiu‐Pippidi, 2005), lower interest in entrepreneurship (Nicoara, 2018; Traikova 
et al., 2014), and lower interest in self-organization in NGOs (Dolšak, 2019). These 
factors are also crucial for managers and leaders who organize and lead groups (busi-
nesses, organizations); they should understand their fellow workers from the general 
perspective and understand their internal motivations, norms, and values. 
 
Being one of the basic foundations establishing an individual, personal identity is not 
an accessible area for researchers, primarily focusing on the managerial side of the 
problem and its organizational consequences in countries with a different history. Due 
to the strictly psychological characteristics of the research area (identity), management 
scientists, being weaker equipped in tools than psychologists, try to discover rules that 
can help to include different identities in management practice. This philosophy was 
the initial point for this research. Investigation the creative identities of a creator, art-
ist, manager, entrepreneur, and leader in one research because these identities are driv-
ing forces of development and usually occur not alone, being combined in pairs or 
larger groups: e.g., manager-entrepreneur, artist-leader, creator-artist-manager 
(Szostak and Sułkowski, 2021a; 2021c). Those complex identities may bring prob-
lems, dilemmas, and tensions (Mochalova, 2020; Warhurst and Black, 2017) but also 
may reveal new dimensions, skills, and possibilities for individuals if they can manage 
the particular identities by identity regulation, identity work, paradoxical thinking or 
creativity development (Antal et al., 2016; Szostak and Sułkowski, 2021b). 
 
Although external factors, like the social and intellectual background, primary mate-
rial wealth, or just luck, affect the destiny of each person, it is the identity being the 
steering power behind the personal and professional lifecycle of an individual. Re-
search in the area of artist’s, creator’s, entrepreneur’s, leader’s, and manager’s identi-
ties found that even the persons who possess talent, personal characteristics, and well 
established professional position in the above areas, have problems with the definition 
of who an artist is, who a creative person is, who a manager is, who a leader is, or who 
an entrepreneur is. These blurred “definitions” of the particular identities led us to 
separate the complex identities of artists-managers (Elstad and Jansson, 2020; Szostak 
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and Sułkowski, 2020a; 2021c; 2020b) and artists-entrepreneurs (Bridgstock, 2012). 
Besides, while separating the creativity factor among these groups of individuals, it 
can be found that even the individuals with highly developed abilities allowing to de-
scribe their characteristics have many problems with the distinction between the cre-
ative and noncreative artist/manager/entrepreneur/leader.  
 
The above considerations led us to the idea that comparing the perception of creative 
identities of a creator, artist, manager, entrepreneur, and leader by the society of post-
communist and non-communist countries may reveal additional conclusions to the in-
vestigated identities. The following two research hypotheses were established: 
 
H1) There are differences in perception of the creator’s, artist’s, manager's, entre-
preneur’s, and leader’s identities between citizens of post-communist countries and 
the rest of the world.  
H2) The differences in perception of the creator’s, artist’s, manager's, entrepreneur’s, 
and leader’s identities between citizens of post-communist countries and the rest of 
the world are not the same and vary in the case of each of the particular identity.  
 
Verifying these hypotheses will allow seeing potential discrepancies between post-
communist and non-communist societies among creative identities and built back-
ground in managers’ and leaders’ decision-making process. 
 
2. Material and Methods 
 
Initially, secondary research in the form of reviewing literature and data was under-
taken. The literature review approach is based on a qualitative selection of the litera-
ture taken from databases like EBSCO, Google Scholar, JSTOR, Mendeley, and Sco-
pus. The methodological approach to the literature review based on an interdiscipli-
nary and multi-paradigm tactic taking into account the publications from the areas of 
arts and aesthetics (artist's identity), creativity (creative person’s identity), manage-
ment (manager’s identity), entrepreneurship (entrepreneur’s identity), and leadership 
(leader’s identity). The literature review was run using NVivo Pro software.  
 
Secondly, quantitative research was conducted. The tool for quantitative research in 
the form of a questionnaire was established based on the approach of Stefan Nowak 
(2007), containing the dimensions of the studied phenomenon and then selecting in-
dicators that allow describing the studied phenomenon. The initial methodological 
idea assumed constructing separate sets of indicators for each of the analyzed dimen-
sions. Thus, sets of indicators for individual dimensions began to be developed based 
on the literature on the subject in the field of artistry (Bayrakci et al., 2009; McHugh, 
2015; Szostak, 2020; Walter, 2015; Wilson and Brown, 2012; Woodward and Funk, 
2010), creativity (Dufour et al., 2020; Gangi, 2018; Lehmann and Gaskins, 2019; Leso 
et al., 2017; Szostak and Sułkowski, 2020; Taleghani, 2012; Zhou et al., 2008), man-
agerial issues (Baker et al., 2012; Bulei et al., 2014; Elstad and Jansson, 2020; Hallier, 





2018; Lutas et al., 2020), leadership (Adler, 2006; Alvesson and Blom, 2015; Carroll 
and Levy, 2008; Jankurová et al., 2017; Lord and Brown, 2001; Nikolski, 2015; 
Postuła and Majczyk, 2018; Raso et al., 2020; Stuke, 2013; Woodward and Funk, 
2010), and entrepreneurship (Bureau and Zander, 2014; Toscher, 2020).  
 
However, the analysis of individual groups of indicators showed that, in principle, 
each of the indicators selected for individual dimensions might be used to describe 
each of the examined dimensions. Following this assumption, a single list of 50 of the 
same indicators was compiled and applied to all five examined dimensions. Thanks to 
this, the obtained results may be compared to the same indicators for other dimensions. 
The survey was ultimately split into four segments. In the first segment, a list of ques-
tions (each question related to one indicator) was divided into thematic units referring 
to each analyzed dimension: artistry, creativity, entrepreneurship, leadership, and 
managerial issues. All questions were closed, and a five-point Likert scale was formed 
to answer: definitely not (1), rather not (2), hard to say (3), rather yes (4), and defi-
nitely yes (5). In the second segment of the investigation, questions were asked about 
the relationship of each of the analyzed dimensions to the other dimensions. In the 
third segment, the respondents described their identity concerning each of the dimen-
sions. Finally, the fourth segment included questions categorizing the respondents, 
i.e., gender, age, education, their assessment of their own identity (as an artist, creator, 
entrepreneur, leader, and/or manager). 
 
The nonparametric chi-square test of independence dedicated to small samples that do 
not have a normal distribution was used to verify both hypotheses. The pairs of the 
observed values were compared with pairs of the expected values for each hypothesis. 
The p-value of the tests was < 0.001. Data analysis was executed using IBM SPSS 
and MS Excel. Due to the small sample size (n = 160), complex statistics were not 
conducted. Therefore, this article exhibits only a number of the conclusions from the 
entire investigation. 
 
The survey entitled ”Perception of creativity, artistry, entrepreneurship, leadership 
and managerial abilities” lasted 34 days, i.e., from 20th December 2020 to 23rd Jan-
uary 2021. Two identical questionnaires, one in English and the other in Polish, were 
distributed via direct contact (sending requests to participate in the survey to friends 
of people) and using indirect public tools (social networks, collective messages to 
various types of communities). There was no intention to determine the research sam-
ple – all respondents were equally desirable. The number of people who were asked 
to take part in the study was estimated at approx. 2-3 thousand. 879 people were in-
terested in taking part in the survey, which was judged by clicking on the link leading 
to the survey. The actual participation in the study, consisting of filling in the ques-
tionnaire, was attended by 160 people, i.e., 18.2% of people interested in taking part 
in the research. The average time spent filling in the questionnaire was 32 minutes and 
23 seconds, and the mean age of the respondent was 38 years. Among the respondents: 
women constituted 42.5% and men 57.5%; people with higher education (bachelor, 
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master, engineer) 64.57%, people with doctoral, postdoctoral, or professor degrees 
18.90%, people with secondary education 15.75%.  
 
The respondents came from 28 countries, i.e., 74% from developed countries and 26% 
from developing countries based on the Human Development Index (United Nations, 
2021); 71.7% from European countries, and 28.3% from non-European countries; 
49.6% from Poland, and 50.4% from other countries; 63.8% from post-communist 
countries (Belarus, Czech Republic – former Czechoslovakia, Kazakhstan, Lithuania, 
Poland, Russia, Ukraine, Uzbekistan), and 36.2% from countries with no experience 
of communism (Angola, Argentine, Brazil, Dominican Republic, Germany, Greece, 
India, Ireland, Italy, Japan, Kenya, Luxembourg, Nepal, Netherlands, Nigeria, Paki-
stan, Thailand, Turkey, the UK, the USA). The mean communist-free period of coun-
tries represented in this research is 30.75 years. 
 
3. Literature Review 
 
The interplay between personal and social identities is an area of social identity theory 
(social psychology) interest. This theory specifies the conditions under which individ-
uals think of themselves as autonomous individuals or as group members. From this 
perspective, the consequences of personal and social identities for individual percep-
tions and group behavior should be considered (Wolf, 2019). The literature about in-
vestigated creative identities is broad and multilevel.  
 
Creator’s identity is mainly described in the context of individuals dealing with the 
following areas: classical arts – e.g., literature – creator (Ottery, 2006), new arts – e.g., 
anime – creator (Reysen et al., 2020), social media content creator (Arriagada and 
Ibáñez, 2020; Maynard, 2021; Mehta and Kaye, 2019), fake-news or rumor creator 
(Dong et al., 2019), business organization creator (Fauchart and Gruber, 2011; 
Giacomin et al., 2007), religious institution creator (Jones and Massa, 2013). Re-
searchers underline the changing contexts and need for adjustment to these changes. 
Deep analysis of the creative identity (personality) is the subject of aesthetics where a 
detailed description of creative personality in comparison to basic personality, types 
of creative personalities, and motives of creation may be found (Szostak, 2020; 
Szostak and Sułkowski, 2020a). Among particular features of creators investigated by 
researchers were motifs of the undertaking of creative activities (Gołaszewska, 1984; 
Szostak and Sułkowski, 2020a), resistance to fails and failures (Leone and Schiavone, 
2019), individualism (Ferguson, 2015; Lorenzo-Romero and Constantinides, 2019), 
courage (Davenport and Redman, 2020), honesty (Thanhv and Quang, 2019). 
 
Artist’s identity is particularly well described in the historical context; there were 
many artist’s self-constructions like an artisan, a genius, a doer, a God’s will doer, 
a cultural aristocrat, a master, a holy man in touch with the unseen, a professional, 
a knowledge worker, an entrepreneur, an influencer, a freedom maker, an artist by 





Hermes et al., 2017; Hocking, 2019; Tatarkiewicz, 2015). By different levels of crea-
tivity and efficiency, the following artist’s identities may be built a conceptualist, 
a copyist, an artistic craftsman (artisan), and a creator (Szostak and Sułkowski, 
2020a). Artist’s identity is described in the context of the meta-level and national iden-
tity (Rikou and Chaviara, 2016). The development of an artist’s identity reduces 
symptoms and exposes damaging narratives based on a psychopathological paradigm. 
The artist’s identity appears in many additional areas of human activity e.g., among 
teachers and lecturers (Bremmer et al., 2020; Dahlsen, 2015), managers (Szostak and 
Sułkowski, 2020a; 2021b; 2021c).  
 
Nevertheless, context is always described as the most crucial factor in the self-identity 
and perception of an artist, the state of self-negotiation and identity formation by art-
ists is highly dependent on context (Luger, 2017). The artist’s identity may profoundly 
influence society, e.g., children dealing with musicians and their artworks (Ey, 2016). 
Researches about similarities and differences in artist’s identity were also undertaken 
(Lindholm, 2015). Among particular features of the artist’s identity, researchers un-
derline, randomness (Sanderson, 2012; Wagner, 2020), individualism (Kenning, 
2009; Siedell and Gibson, 1999), sensitivity (Callaghan and Rochat, 2003; Koide et 
al., 2015), charisma (Dreijmanis, 2005; Senior and Kelly, 2016), honesty 
(Randrianasolo and Sala, 2016; Syrko, 2019), a tendency to plan (Koponen et al., 
2018), a tendency to risk (Kleppe, 2017). 
 
Manager’s identity in the literature is described as, an organizer, an expert, a political 
operator, a rational actor (Bulei et al., 2014; Watson, 2009). Based on different levels 
of creativity and efficiency, the following manager’s identities may be found, a man-
ager-theoretician, an administrator (an official), a professional, a creative manager 
(a leader). Highly creative and proficient in his field manager is called a management 
artist; it will also be authorized to name the manager as an artist/virtuoso who, realiz-
ing his visions, knows how to organize reality according to his intentions (Szostak and 
Sułkowski, 2020a). There are identities of kitsch managers, a self-styled management 
guru, a narcissistic manager, and a mendacious manager underlining his personal 
goals above the organization's goals (Szostak and Sułkowski, 2020b). Manager’s iden-
tity is built around the issue of profitability, financial or beyond financial (Fiolleau et 
al., 2020; FitzGibbon, 2021; Gaudette et al., 2020). Among particular features of the 
manager’s identity, researchers underline, independence (Burlea and Idowu, 2016; 
Filatotchev et al., 2008; McGrath et al., 2019), individualism (Frank et al., 2015; 
Wated and Sanchez, 2005), rationalism (Brien and Smallman, 2011; Faran and 
Wijnhoven, 2012), courage (Barratt-Pugh et al., 2013; Furnham, 2002), responsibility 
(Mikkelsen and Marnewick, 2020), conservatism (Sturdivant et al., 1985), random-
ness (Giesecke, 1993; Lahmiri et al., 2020). 
 
Cultural and national contexts are described as the most critical determinants of an 
entrepreneur’s identity; national culture is dispositive for the fundamental effects of 
collective identity (Piber, 2020; Stoyanov, 2017; Strauß et al., 2020). Studies show 
that individual differences and characteristics – like experience, personality, human 
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capital and capabilities, cognition – play an essential role in the process of an entre-
preneur’s identity creation (Lewis et al., 2016). There are push and pull dynamics 
determining the entrepreneurial activities which define an entrepreneur’s identity 
(Giacomin et al., 2007). Researchers deal with particular problems about the identity 
of an entrepreneur e.g., trust and values (Phillips et al., 2013), corruption (Goel and 
Nelson, 2021), or deals with entrepreneurs in particular industries, e.g., musicians 
(Albinsson, 2018; McKelvey and Lassen, 2018; Schediwy et al., 2018), students of 
arts (Bass, 2017; Pollard and Wilson, 2014), migrants (Stoyanov, 2017), fresh gradu-
ates (Vivant, 2016). The ethical side of an entrepreneur’s identity was investigated 
about honesty (Alrawadieh and Alrawadieh, 2018; Benzing et al., 2009; Weinstein, 
2005). An entrepreneur’s identity is often built around the issue of two sides of prof-
itability, financial or beyond financial (Glaeser and Shleifer, 2001; Saxena, 2019).  
 
Investigations show that the level of a leader’s self-identity influences vision commu-
nication with coworkers and subordinates positively (Venus et al., 2019). The narcis-
sistic personality has an essential impact on a leader’s identity integration (Chen, 
2018). Transformational leadership and procedural justice positively and significantly 
affect manager trust, and manager trust positively impacts creating a sustainable or-
ganizational identity (Erat et al., 2020). There are arguments that the values and ap-
proach of a leader to an organization’s identity have consequences on the organiza-
tion’s performance and financial revenues (Voss et al., 2006). Leaders influence, en-
courage, formulate a vision, motivate, inspire and mobilize followers; they affect their 
employees but are inspired by their surroundings too; they affect people through their 
charisma (Jankurová et al., 2017). A leader’s identity must be strong enough to face 
the complex, dynamic, chaotic, and highly subjective, interactional environments of 
contemporary organizations and contexts (Sutherland, 2013). Leadership motivation 
relates to individuals' comparisons of themselves to their standards (Guillén et al., 
2015).  
 
The intensity of surveillance moderates followers' replies to leaders with whom they 
either do or do not share an identity (O’Donnell et al., 2010). A leader’s effectiveness 
depends on sharing values by his followers and is negatively correlated with remuner-
ation discrepancy between a leader and followers (Steffens et al., 2020). As with the 
other identities, the leader’s identity changes with time and results of identity work 
(Miscenko et al., 2017). The issue of leader’s moral identity and moral attentiveness 
as antecedents of perceived ethical leadership and follower moral identity and moral 
attentiveness as outcomes of ethical leadership were also investigated (Ete et al., 2020; 
Zhu et al., 2016). The ethical approach and leader’s honesty mainly was investigated 
based on decision-making speed (Van de Calseyde et al., 2020). The value of a leader's 
authenticity and high self-concept consistency is underlined (Steffens et al., 2021; 
Zheng et al., 2020). Researchers describe the role of rationalism among leaders based 
on the environment of politics (He and Feng, 2015), religiosity (Pascoe et al., 2019), 
or higher education institutions (Charteris et al., 2016). Investigations show that the 
level of a leader’s self-identity influences vision communication with coworkers and 





4. Results and Discussion 
 
Discussing each research hypothesis separately, from the statistical point of view, it 
can be said that: H1 (There are differences in perception of the creator’s, artist’s, man-
ager's, entrepreneur’s, and leader’s identities between citizens of post-communist 
countries and the rest of the world) is verified negatively. The chi-square value 
amounted to 395,45 for an artist, 391,05 for a creator, 408,45 for an entrepreneur, 
392,82 for a leader, and 407,34 for a manager. For the df = 49, using the chi-square 
distribution table, there is a value of 85.3506. On this basis, the results are statistically 
significant for the significance level of p = 0.001. The result may be seen as a novelty 
in comparing social capital’s features of the post-communist countries with the coun-
tries without communist experience.  
 
Comparing the mean period of independence from communism among the research 
participants from post-communist countries (30.75 years) with the mean age of the 
research participants from post-communist countries (32.8 years) may be the answer. 
It can be concluded that the communist stigma is not as deep as it seems to be. Gen-
erations that did not experience the direct influence of communism are free of the 
stigma, and they see the world like individuals without communist experience. H2 
(The differences in perception of the creator’s, artist’s, manager's, entrepreneur’s, and 
leader’s identities between citizens of post-communist countries and the rest of the 
world are not the same and vary in the case of each of the particular identity) is verified 
negatively. The chi-square value = 461.15. For the df = 49, using the chi-square dis-
tribution table, there is a value of 85.3506. The results are statistically significant for 
the significance level of p = 0.001. Although the primary hypotheses were statistically 
verified negatively, the qualitative analysis of the detailed characteristics of the re-
search identities comparing the post-communist and capitalist countries reveals excit-
ing results.  
 
Figure 1. Means of all features of the perception of each investigated identity: post-
communist countries versus the rest of the world 
 
Source: Authors’ elaboration. 
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Trying to find rules in the perception of the investigated identities, a factor of “care” 
needs to be underlined. Care was assessed as the least essential issue in the investi-
gated identities by post-communist countries’ citizens and as one of the most im-
portant by the other group: in the case of creator 19.53%, in case of artist 24.27% (the 
following factor of “ability to analyze” reached 10.77% only), in case of manager 
14.74%, in case of leader 12.11%; only in case of an entrepreneur (9.31%) it was not 
the highest factor (less critical than care are: sensitivity to Good, sensitivity to Truth, dis-
order and randomness in action). This vital distinction of care compared to the rest of the 
factors may be combined with profound control of communist regimes on their citizens 
and the psychological effect of rebound or defiance against big brother’s strategy.  
 
Summarizing the differences in perception of creators, artists, managers, entrepre-
neurs, and leaders' identities between citizens of post-communist countries and the 
citizens of countries without communist history, the following results can be found. 
All investigated identities, based on the same 50 features, are seen clearer by citizens 
of post-communist countries; the highest difference is about the artist's identity 
(1.96%), the entrepreneur’s identity (1.46%), and the creator’s identity (1.14%). The 
differences in the leader’s identity are shallow (0.09%) as shown in Σφάλμα! Το αρ-
χείο προέλευσης της αναφοράς δεν βρέθηκε. above. 
 
4.1 Creator’s Identity 
 
Perception of the particular 50 investigated features of the creator’s identity by post-
communist countries’ citizens compared to citizens of the countries from the rest of 
the world reveals the following conclusions. The ten features of the creator’s identity 
seen as less critical by post-communist countries’ citizens in comparison to citizens 
of the countries from the rest of the world are (in descending order): charisma, re-
sistance to fails and failures, being guided by reason (rationalism), out of the box 
thinking (breaking patterns), individualism, visualization skills (imagination), obser-
vation, tendency to change, sensitivity to Beauty, independence. The ten features of 
the creator’s identity seen as more critical by post-communist countries’ citizens in 
comparison to citizens of the countries from the rest of the world are (in ascending 
order): conservatism, respect for tradition and history, responsibility, patience, and 
persistence in achieving goals, ability to focus on details, disorder (mess, chaos, ran-
domness in action), sensitivity to Good, honesty, being guided by faith and spiritual-
ity, care. The ten features of the creator’s identity seen similarly by post-communist 
countries’ citizens and citizens of the countries from the rest of the world are: solving 
problems methodically, logic, searching for opportunities, originality, interpersonal 
skills (communicativeness, reading emotions, sensitivity to others), ability to set 
goals, leadership as an autotelic (in itself) value, ability to analyze, ambition, connect-
ing contradictions, being guided by intuition. 
 






Perception of the particular 50 investigated features of the artist’s identity by post-
communist countries’ citizens compared to citizens of the countries from the rest of 
the world reveals the following conclusions. The ten features of the artist’s identity 
seen as more critical by post-communist countries’ citizens in comparison to citizens 
of the countries from the rest of the world are (in descending order): individualism, 
focusing on creating added (non-financial) value, sensitivity to Truth, leadership as an 
autotelic (in itself) value, out of the box thinking (breaking patterns), being guided by 
emotions, sensitivity to Beauty, connecting contradictions, ability to set goals, visual-
ization skills (imagination). The ten features of the artist’s identity seen as less critical 
by post-communist countries’ citizens in comparison to citizens of the countries from 
the rest of the world are (in ascending order): being guided by faith and spirituality, 
responsibility, honesty, a tendency to risk, an inner sense of control, ability to resolve 
conflicts, respect for tradition and history, pragmatism (practicality), a tendency to 
plan, ability to analyze, care.  
 
The ten features of the artist’s identity seen similarly by post-communist countries’ 
citizens and citizens of the countries from the rest of the world are: resistance to fails 
and failures, perfectionism, passion in action, focusing on financial profit, self-confi-
dence, observation, tendency to change, tendency to be inspired, independence, being 
guided by intuitionΣφάλμα! Το αρχείο προέλευσης της αναφοράς δεν βρέθηκε.. 
As Luger (2017) states, the artist’s identity is built in environmental contexts. This 
conclusion is seen in the results: the differences in perception of an artist’s identity by 
post-communist countries’ citizens compared to citizens of countries without a com-
munist history are visible compared to all investigated identities (1.96%). However, 
these differences are not significant. The statistically negatively verified H1 may also 
be seen as confirmation of research conclusions showing global equality among the 
identity of artists, no matter of historical factors or social capital (Emrali, 2017). 
 
4.3 Manager’s Identity 
 
Perception of the particular 50 investigated features of the manager’s identity by post-
communist countries’ citizens compared to citizens of the countries from the rest of 
the world reveals the following conclusions. The ten features of the manager’s identity 
seen as more critical by post-communist countries’ citizens in comparison to citizens 
of the countries from the rest of the world are (in descending order): independence, 
individualism, leadership as an autotelic (in itself) value, being guided by reason (ra-
tionalism), resistance to fails and failures, connecting contradictions, courage, sensi-
tivity to Beauty, ability to analyze, responsibility.  
 
The ten features of the manager’s identity seen as less critical by post-communist 
countries’ citizens in comparison to citizens of the countries from the rest of the world 
are (in ascending order): searching for opportunities, honesty, disorder (mess, chaos, 
randomness in action), ability to focus on details, respect for tradition and history, 
conservatism, sensitivity to Truth, being guided by faith and spirituality, sensitivity to 
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Good, care. The ten features of the manager’s identity seen similarly by post-com-
munist countries’ citizens and citizens of the countries from the rest of the world are: 
perfectionism, ability to synthesize and draw conclusions, tendency to be inspired, 
improving quality through repetition, out of the box thinking (breaking patterns), in-
novation, ability to set goals, ambition, patience and persistence in achieving goals, 
being guided by emotions. 
Σφάλμα! Το αρχείο προέλευσης της αναφοράς δεν βρέθηκε. 
4.4 Entrepreneur’s Identity 
 
Perception of the particular 50 investigated features of the entrepreneur’s identity by 
post-communist countries’ citizens compared to citizens of the countries from the rest 
of the world reveals the following conclusions. The ten features of the entrepreneur’s 
identity seen as less critical by post-communist countries’ citizens in comparison to 
citizens of the countries from the rest of the world are (in descending order): being 
guided by reason (rationalism), focusing on financial profit, an inner sense of control, 
self-confidence, a tendency to control, a tendency to plan, resistance to fails and fail-
ures, ability to set goals, ability to synthesize and draw conclusions, efficiency. The 
ten features of the entrepreneur’s identity seen as more critical by post-communist 
countries’ citizens in comparison to citizens of the countries from the rest of the world 
are (in ascending order): being guided by emotions, out of the box thinking (breaking 
patterns), charisma, tendency to risk, focusing on creating added (non-financial) 
value, being guided by faith and spirituality, care, sensitivity to Good, sensitivity to 
Truth, disorder (mess, chaos, randomness in action).  
 
The ten features of the entrepreneur’s identity seen similarly by post-communist coun-
tries’ citizens and citizens of the countries from the rest of the world are: improving 
quality through repetition, being guided by intuition, perfectionism, responsibility, 
justice, patience, and persistence in achieving goals, honesty, solving problems me-
thodically (logic), ability to resolve conflicts, ability to analyze. 
  
4.5 Leader’s Identity 
 
Perception of the particular 50 investigated features of the leader’s identity by post-
communist countries’ citizens compared to citizens of the countries from the rest of 
the world reveals the following conclusions. The ten features of the leader’s identity 
seen as less critical by post-communist countries’ citizens in comparison to citizens 
of the countries from the rest of the world are (in descending order): leadership as an 
autotelic (in itself) value, individualism, passion in action, originality, focusing on 
creating added (non-financial) value, independence, resistance to fails and failures, 
ability to set goals, courage, connecting contradictions.  
 
The ten features of the leader’s identity seen as more critical by post-communist coun-
tries’ citizens in comparison to citizens of the countries from the rest of the world are 





guided by faith and spirituality, honesty, sensitivity to Truth, pragmatism (practical-
ity), being guided by emotions, ability to focus on details, disorder (mess, chaos, ran-
domness in action), care. The ten features of the leader’s identity seen similarly by 
post-communist countries’ citizens and citizens of the countries from the rest of the 
world are, an ability to analyze, charisma, a tendency to risk, responsibility, focusing 
on financial profit, sensitivity to Beauty, perfectionism, solving problems methodi-
cally (logic), tendency to control, tendency to be inspired. Almost no differentiated 
perception of the leader’s identity among the researched groups may be correlated 
because leadership is especially integrated with freedom. Although communist coun-
tries created artificial leaders, these individuals were entirely dependent on the will of 




Among the limitations of the research, the following elements should be underlined: 
1) The research was run during the first deep phase of the COVID-19 pandemic that 
could influence respondents’ views and opinions; 2) The research sample (n = 160) 
was relatively small in comparison to the analyzed problem; 3) Synthetic conclusions 
can be not widely representative due to complexity of the research problem; 4) Because 
more than 90% of respondents possess at least higher degree of education – these people 
are statistically better equipped with knowledge and perception tools than less educated 
individuals –our conclusions should not be extended on the whole society.  
 
The results of the research may be used by: 1) Individuals (artists, creators, entrepre-
neurs, leaders, managers) for a) better understanding the different layers of their per-
sonality with underlining the issue of complex identity in the context of post-com-
munist countries, b) comparison of own identity with the general perception of a par-
ticular role about post-communist countries; 2) Researchers wanting to investigate the 
similarities and differences between identity and its perception in area of artistry, cre-
ativity, entrepreneurship, leadership, and organizing about post-communist countries’ 
perspective; 3) Managers wanting to understand the differences in the perception of 
the investigated identities by groups, organizations, and societies dominated by post-
communist countries’ citizens. 
 
Potential research questions for future qualitative research or the hypothesis for further 
quantitative research may be: 1) Self-perception of identity may vary from the percep-
tion of the identity depending on the belonging to the post-communist countries society; 
2) Self-perception of identity is similar to the perception of the identity by a particular 
group if there is a coherence (post-communist countries vs. countries without com-




Adler, N.J. 2006. The arts & leadership: Now that we can do anything, what will we do? 
  Post-communist Burden Influence on the Perception of Crea-tive Identities:  
Consequences for Managers and Leaders  
294 
  
Academy of Management Learning and Education, 5(4), 486-499. 
https://doi.org/10.5465/AMLE.2006.23473209. 
Albinsson, S. 2018. Musicians as entrepreneurs or entrepreneurs as musicians? Creativity 
and Innovation Management, 27(3), 348-357. https://doi.org/10.1111/caim.12254. 
Alrawadieh, Z., Alrawadieh, Z. 2018. Exploring entrepreneurship in the sharing 
accommodation sector: Empirical evidence from a developing country. Tourism 
Management Perspectives, 28, 179-188. https://doi.org/10.1016/j.tmp.2018.09.001. 
Alvesson, M., Blom, M. 2015. Less Followership, Less Leadership? An Inquiry Into the 
Basic But Seemingly Forgotten Downsides of Leadership. Management, 18(3), 266-
282. 
Antal, A.B., Debucquet, G., Fremeaux, S. 2016. Addressing Identity Tensions Through 
Paradoxical Thinking: Lessons from Artistic Interventions in Organizations. 
Management International, 21(1), 25-40. https://doi.org/10.7202/1052495. 
Arriagada, A., Ibáñez, F. 2020. You Need At Least One Picture Daily, if Not, You’re Dead: 
Content Creators and Platform Evolution in the Social Media Ecology. Social Media 
and Society, 6(3), 1-12. https://doi.org/10.1177/2056305120944624. 
Baker, S., Marshburn, D.M., Crickmore, K.D., Rose, S.B., Dutton, K., Hudson, P.C. 2012. 
What do you do? Perception of nurse manager responsibilities. Nursing Management, 
43(12), 24-29. https://doi.org/10.1097/01.NUMA.0000422890.99334.21. 
Barratt-Pugh, L., Bahn, S., Gakere, E. 2013. Managers as change agents: Implications for 
human resource managers engaging with culture change. In Journal of Organizational 
Change Management, Vol. 26, Issue 4, 748-764. https://doi.org/10.1108/JOCM-Feb-
2011-0014. 
Bass, A.E. 2017. Identity Discovery and Verification in Artist-Entrepreneurs: An Active 
Learning Exercise. Organization Management Journal, 14(2), 90-103. 
https://doi.org/10.1080/15416518.2017.1322485. 
Bayrakci, B., Forouz, A., Şahin, A.B., Abali, M., Aliyeva, G.Z. 2009. Disease painting or 
painting disease: How does illness and hospitalisation affect children’s artistry? 
Perception, 38(11), 1721-1727. https://doi.org/10.1068/p6138. 
Benzing, C., Chu, H.M., Kara, O. 2009. Entrepreneurs in Turkey: A factor analysis of 
motivations, success factors, and problems. Journal of Small Business Management, 
47(1), 58-91. https://doi.org/10.1111/j.1540-627X.2008.00262.x. 
Bremmer, M., Heijnen, E., Kersten, S. 2020. Teacher as Conceptual Artist. International 
Journal of Art and Design Education. https://doi.org/10.1111/jade.12318. 
Bridgstock, R. 2012. Not a dirty word: Arts entrepreneurship and higher education. Arts and 
Humanities in Higher Education Not, 12(2-3), 122-137. 
https://doi.org/https://doi.org/10.1177/1474022212465725. 
Brien, A., Smallman, C. 2011. The respected manager the organisational social capital 
developer. International Journal of Hospitality Management, 30(3), 639-647. 
https://doi.org/10.1016/j.ijhm.2010.11.009. 
Bulei, I., Mihalcioiu, V., Tucmeanu, A. 2014. The Professional vs. the Manager - Identity 
Issues and Key Features. Valahian Journal of Economic Studies, 5(3), 31-36. 
Bureau, S., Zander, I. 2014. Entrepreneurship as an art of subversion. Scandinavian Journal 
of Management, 30(1), 124-133. https://doi.org/10.1016/j.scaman.2013.12.002. 
Burlea, A.S., Idowu, S.O. 2016. The independence of managers: an ethical dilemma. 
International Journal of Social Entrepreneurship and Innovation, 4(2), 152. 
https://doi.org/10.1504/ijsei.2016.076688. 
Buttrick, S.C., Moran, J.P. 2005. Russia’s missing link? Social capital, entrepreneurialism, 





Communist Studies, 38(3), 357-368. 
https://doi.org/10.1016/j.postcomstud.2005.06.005. 
Callaghan, T.C., Rochat, P. 2003. Traces of the artist: Sensitivity to the role of the artist in 
children’s pictorial reasoning. British Journal of Developmental Psychology, 21(3), 
415-445. https://doi.org/10.1348/026151003322277784. 
Carroll, B., Levy, L. 2008. Defaulting to management: Leadership defined by what it is not. 
Organization, 15(1), 75-96. https://doi.org/10.1177/1350508407084486. 
Charteris, J., Smardon, D., Nelson, E. 2016. Innovative learning environments and discourses 
of leadership: Is physical change out of step with pedagogical development? Journal of 
Educational Leadership, Policy and Practice, 31(1/2), 33-47. 
http://search.ebscohost.com/login.aspx?direct=true%7B&%7Ddb=a9h%7B&%7DAN=
121772163%7B&%7Dsite=ehost-live. 
Chen, L. 2018. Thinking paradoxically: How and when female narcissistic leaders integrate 
gender–leader identities. Social Behavior and Personality, 46(2), 339-352. 
https://doi.org/10.2224/sbp.6910. 
Dahlsen, J. 2015. An Environmental Artist and PhD Candidate’s Observations of 
Globalism’s Post GFC Aftermath: Is There Economic Viability, for Marginalised 
Artists Creating the Culture of Environmental Sustainability? Developmental 
Observer, 8(1), 97-131. https://doi.org/10.14434/do.v8i1.27785. 
Davenport, T.H., Redman, T.C. 2020. Digital Transformation Comes Down to Talent in 4 
Key Areas. Harvard Business Review, 2-6. https://hbr.org/2020/05/digital-
transformation-comes-down-to-talent-in-4-key-areas. 
Deresiewicz, W. 2020. The Death of the Artist: How Creators Are Struggling to Survive in 
the Age of Billionaires and Big Tech. Henry Holt and Co. 
Dolšak, N. 2019. Bowling Together: Mobilization of Collective Action by Environmental 
NGOs. Nonprofit Policy Forum, 8(1), 25-44. https://doi.org/10.1515/npf-2016-0025. 
Dong, X., Liu, Y., Wu, C., Lian, Y., Tang, D. 2019. A double-identity rumor spreading 
model. Physica A: Statistical Mechanics and Its Applications, 528. 
https://doi.org/10.1016/j.physa.2019.121479. 
Dreijmanis, J. 2005. A portrait of the artist as a politician: The case of Adolf Hitler. Social 
Science Journal, 42(1), 115-127. https://doi.org/10.1016/j.soscij.2004.11.010. 
Dufour, L., Maoret, M., Montani, F. 2020. Coupling High Self-Perceived Creativity and 
Successful Newcomer Adjustment in Organizations: The Role of Supervisor Trust and 
Support for Authentic Self-Expression. Journal of Management Studies, 57(8), 1531-
1555. https://doi.org/10.1111/joms.12547. 
Elstad, B., Jansson, D. 2020. From Artist to Manager—Working Conditions, Career 
Satisfaction, and Professional Identity among Graduated Arts Management Students. 
Journal of Arts Management Law and Society, 50(3), 184-198. 
https://doi.org/10.1080/10632921.2020.1746717. 
Emrali, R. 2017. Today’s artist identity as multicultural and hybrid identity. Global Journal 
of Arts Education, 6(4), 115-119. https://doi.org/10.18844/gjae.v6i4.1826. 
Erat, S., Kitapçi, H., Akçin, K. 2020. Managerial perception and organizational identity: A 
comparative analysis. Sustainability, 12(6), 1-16. https://doi.org/10.3390/su12062278. 
Ete, Z., Sosik, J.J., Cheong, M., Chun, J.U., Zhu, W., Arenas, F.J., Scherer, J.A. 2020. 
Leader honesty/humility and subordinate organizational citizenship behavior: a case of 
too-much-of-a-good-thing? Journal of Managerial Psychology, 35(5), 391-404. 
https://doi.org/10.1108/JMP-10-2019-0557. 
Ey, L.A. 2016. Sexualised music media and children’s gender role and self-identity 
development: a four-phase study. Sex Education, 16(6), 634-648. 
  Post-communist Burden Influence on the Perception of Crea-tive Identities:  




Faran, D., Wijnhoven, F. 2012. Critical rationalism and the state of unawareness in 
managers’ theories. Management Learning, 43(5), 495-514. 
https://doi.org/10.1177/1350507611429910. 
Fauchart, E., Gruber, M. 2011. Darwinians, communitarians, and missionaries: The role of 
founder identity in entrepreneurship. Academy of Management Journal, 54(5), 935-
957. https://doi.org/10.5465/amj.2009.0211. 
Ferguson, B. 2015. Professional creators unveiled: Screenwriters’ experiences collaborating 
in motion picture development teams. In Dissertation Abstracts International: Section 
B: The Sciences and Engineering, 75, 7-B(E). 
http://search.ebscohost.com/login.aspx?direct=true&db=psyh&AN=2015-99020-
484&login.asp&site=ehost-live&scope=site. 
Filatotchev, I., Stephan, J., Jindra, B. 2008. Ownership structure, strategic controls and 
export intensity of foreign-invested firms in transition economies. Journal of 
International Business Studies, 39(7), 1133-1148. 
https://doi.org/10.1057/palgrave.jibs.8400404. 
Fiolleau, K., Libby, T., Thorne, L. 2020. The Right Stuff: Are Not-For-Profit Managers 
Really Different? Journal of Governmental & Nonprofit Accounting, 9(1), 76-93. 
https://doi.org/10.2308/jogna-19-014. 
FitzGibbon, A. 2021. Non‐profit theatre managers as multi‐stakeholder managers: The plate‐
spinning of accountability. Financial Accountability & Management, 1-20. 
https://doi.org/10.1111/faam.12284. 
Frank, B., Enkawa, T., Schvaneveldt, S.J. 2015. The role of individualism vs. collectivism in 
the formation of repurchase intent: A cross-industry comparison of the effects of 
cultural and personal values. Journal of Economic Psychology, 51, 261-278. 
https://doi.org/10.1016/j.joep.2015.08.008. 
Furnham, A. 2002. Managers as change agents. Journal of Change Management, 3(1), 21-29. 
https://doi.org/10.1080/714042525. 
Gangi, J. 2018. Classical guitar study as creativity training: Potential benefits for managers 
and entrepreneurs. Journal of Open Innovation: Technology, Market, and Complexity, 
4(45), 1-10. https://doi.org/10.3390/joitmc4040045. 
Gaudette, T., Scrivens, R., Davies, G., Frank, R. 2020. Upvoting extremism: Collective 
identity formation and the extreme right on Reddit. New Media and Society. 
https://doi.org/10.1177/1461444820958123. 
Giacomin, O., Guyot, J.L., Janssen, F., Lohest, O. 2007. Novice Creators: Personal Identity 
and Push Pull Dynamics. CRECIS Working Paper, 10(2007), 1-30. 
Giesecke, J. 1993. Recognizing multiple decision-making models: A guide for managers. 
College and Research Libraries, 54(2), 103-114. 
https://doi.org/10.5860/crl_54_02_103. 
Glaeser, E.L., Shleifer, A. 2001. Not-for-profit entrepreneurs. Journal of Public Economics, 
81(1), 99-115. https://doi.org/10.1016/S0047-2727(00)00130-4. 
Goel, R.K., Nelson, M.A. 2021. Corrupt encounters of the fairer sex: female entrepreneurs 
and their corruption perceptions/experience. The Journal of Technology Transfer. 
https://doi.org/10.1007/s10961-020-09836-z. 
Gołaszewska, M. 1984. Zarys estetyki. PWN. 
Guillén, L., Mayo, M., Korotov, K. 2015. Is leadership a part of me? A leader identity 
approach to understanding the motivation to lead. Leadership Quarterly, 26(5), 802-
820. https://doi.org/10.1016/j.leaqua.2015.05.001. 





implementaion of new technology. New Technology, Work and Employment, 19(1), 
43-62. https://doi.org/10.1111/j.1468-005X.2004.00127.x. 
Hatch, M.J., Kostera, M., Koźmiński, A.K. 2006. The three faces of leadership: Manager, 
artist, priest. Organizational Dynamics, 35(1), 49-68. 
https://doi.org/10.1016/j.orgdyn.2005.12.003. 
He, K., Feng, H. 2015. Transcending rationalism and constructivism: Chinese leaders’ 
operational codes, socialization processes, and multilateralism after the Cold War. In 
European Political Science Review, 7, 3, 401-426. 
https://doi.org/10.1017/S1755773914000241. 
Hermes, J., Koch, K., Bakhuisen, N., Borghuis, P. 2017. This is my life: The stories of 
independent workers in the creative industries in the Netherlands. Javnost, 24(1), 87-
101. https://doi.org/10.1080/13183222.2017.1280892. 
Hocking, I. 2019. Portrait of an artist as collaborator: An interpretative phenomenological 
analysis of an artist. Frontiers in Psychology, 10(Feb), 1-10. 
https://doi.org/10.3389/fpsyg.2019.00251. 
Hracs, B.J. 2015. Cultural Intermediaries in the Digital Age: The Case of Independent 
Musicians and Managers in Toronto. Regional Studies, 49(3), 461-475. 
https://doi.org/10.1080/00343404.2012.750425. 
Huber, P., Montag, J. 2020. Homeownership, Political Participation, and Social Capital in 
Post-Communist Countries and Western Europe. Kyklos, 73(1), 96-119. 
https://doi.org/10.1111/kykl.12218. 
Jankurová, A., Ljudvigová, I., Gubová, K. 2017. Research of the nature of leadership 
activities. Economics and Sociology, 10(1), 135-151. https://doi.org/10.14254/2071-
789X.2017/10-1/10. 
Jones, C., Massa, F.G. 2013. From Novel Practice to Consecrated Exemplar: Unity Temple 
as a Case of Institutional Evangelizing. Organization Studies, 34(8), 1099-1136. 
https://doi.org/10.1177/0170840613492073. 
Kenning, D. 2009. Art relations and the presence of absence. In Third Text, Vol. 23, Issue 4, 
435-446. https://doi.org/10.1080/09528820903007727. 
Kleppe, B. 2017. Theatres as risk societies: Performing artists balancing between artistic and 
economic risk. Poetics, 64, 53-62. https://doi.org/10.1016/j.poetic.2017.08.002. 
Koide, N., Kubo, T., Nishida, S., Shibata, T., Ikeda, K. 2015. Art expertise reduces influence 
of visual salience on fixation in viewing abstract-paintings. PLoS ONE, 10(2). 
https://doi.org/10.1371/journal.pone.0117696. 
Koponen, T., Honkasalo, M.L., Rautava, P. 2018. Cultural plan model: integrating cultural 
and creative activities into care units for the elderly. Arts and Health, 10(1), 65-71. 
https://doi.org/10.1080/17533015.2017.1315436. 
Lähdesmäki, M. 2012. Construction of owner-manager identity in corporate social 
responsibility discourse. Business Ethics, 21(2), 168-182. 
https://doi.org/10.1111/j.1467-8608.2011.01644.x. 
Lahmiri, S., Bekiros, S., Bezzina, F. 2020. Multi-fluctuation nonlinear patterns of European 
financial markets based on adaptive filtering with application to family business, green, 
Islamic, common stocks, and comparison with Bitcoin, NASDAQ, and VIX. Physica 
A: Statistical Mechanics and Its Applications, 538. 
https://doi.org/10.1016/j.physa.2019.122858. 
Lehmann, J., Gaskins, B. 2019. Learning scientific creativity from the arts. In Palgrave 
Communications, Vol. 5, 95, 1-5. https://doi.org/10.1057/s41599-019-0308-8. 
Leone, D., Schiavone, F. 2019. Innovation and knowledge sharing in crowdfunding: how 
social dynamics affect project success. Technology Analysis and Strategic 
  Post-communist Burden Influence on the Perception of Crea-tive Identities:  
Consequences for Managers and Leaders  
298 
  
Management, 31(7), 803-816. https://doi.org/10.1080/09537325.2018.1554858. 
Leso, G., Dias, G., Ferreira, J.P., Gama, J., Couceiro, M.S. 2017. Perception of Creativity 
and Game Intelligence in Soccer. Creativity Research Journal, 29(2), 182-187. 
https://doi.org/10.1080/10400419.2017.1302779. 
Lewis, K.V., Ho, M., Harris, C., Morrison, R. 2016. Becoming an entrepreneur: 
Opportunities and identity transitions. International Journal of Gender and 
Entrepreneurship, 8(2), 1-6. https://doi.org/http://dx.doi.org/10.1108/IJGE-02-2015-
0006. 
Lindholm, S. 2015. Creating a “Latino” Artist Identity in-between Sweden and Latin 
America - A Comparative Approach. Kulturstudier, 6(2), 113-135. 
https://doi.org/10.7146/ks.v6i2.22583. 
López-Fernández, M., Romero-Fernández, P.M., Aust, I. 2018. Socially responsible human 
resource management and employee perception: The influence of manager and line 
managers. Sustainability, 10(12), 1-19. https://doi.org/10.3390/su10124614. 
Lord, R.G., Brown, D.J. 2001. Leadership, values, and subordinate self-concepts. The 
Leadership Quarterly, 12, 133-152. 
Lorenzo-Romero, C., Constantinides, E. 2019. On-line Crowdsourcing: Motives of 
Customers to Participate in Online Collaborative Innovation Processes. Sustainability, 
11(12), 3479. https://doi.org/10.3390/su11123479. 
Luger, J.D. 2017. But I’m Just an Artist!? Intersections, Identity, Meaning, and Context. 
Antipode, 49(5), 1329-1348. https://doi.org/10.1111/anti.12327. 
Lutas, M., Nistor, R., Radu, M., Beleiu, I. 2020. Perceptions regarding the profile of an ideal 
project manager. Amfiteatru Economic, 22(54), 608-622. 
https://doi.org/10.24818/EA/2020/54/608. 
Markowska-Przybyła, U. 2020. Does social capital matter for total factor productivity? 
Exploratory evidence from Poland. Sustainability, 12(23), 1-25. 
https://doi.org/10.3390/su12239978. 
Maynard, A.D. 2021. How to Succeed as an Academic on YouTube. Frontiers in 
Communication, 5. https://doi.org/10.3389/fcomm.2020.572181. 
McGrath, H., Medlin, C.J., O’Toole, T. 2019. A process-based model of network capability 
development by a start-up firm. Industrial Marketing Management, 80, 214-227. 
https://doi.org/10.1016/j.indmarman.2017.11.011. 
McHugh, K.E. 2015. Touch at a distance: toward a phenomenology of film. GeoJournal, 
80(6), 839-851. https://doi.org/10.1007/s10708-015-9650-6. 
McKelvey, M., Lassen, A.H. 2018. Knowledge, meaning and identity: Key characteristics of 
entrepreneurship in cultural and creative industries. Creativity and Innovation 
Management, 27(3), 281-283. https://doi.org/10.1111/caim.12293. 
Mehta, S., Kaye, D.B.V. 2019. Pushing the Next Level: Investigating Digital Content 
Creation in India. Television and New Media. 
https://doi.org/10.1177/1527476419861698. 
Mikkelsen, M.F., Marnewick, C. 2020. Investigation of the institutionalizing responsibility of 
project managers for project benefits realization. Journal of Modern Project 
Management, 7(4), 276-294. https://doi.org/10.19255/JMPM02213. 
Miscenko, D., Guenter, H., Day, D.V. 2017. Am I a leader? Examining leader identity 
development over time. Leadership Quarterly, 28(5), 605-620. 
https://doi.org/10.1016/j.leaqua.2017.01.004. 
Mochalova, N.Y. 2020. Personal Identity of the Artist as a Condition and Result of Creativity 
in Art. Ethnic Culture, 2(3), 62-67. https://doi.org/10.31483/r-74987. 





of Southeastern Europe. Southeast European and Black Sea Studies, 5(1), 49-68. 
https://doi.org/10.1080/1468385042000328367. 
Nicoara, O. 2018. Cultural Leadership and Entrepreneurship As Antecedents of Estonia’s 
Singing Revolution and Post-Communist Success. Baltic Journal of European Studies, 
8(2), 65-91. https://doi.org/10.1515/bjes-2018-0016. 
Nikolski, K. 2015. Leadership and Management: Practice of the Art of Influence. Annals of 
the „Constantin Brâncuşi” University of Târgu Jiu, Economy Series, 2(1), 31-39. 
Nowak, S. 2007. Metodologia Badań Społecznych. In Metodologia Badań Społecznych. 
Wydawnictwo Naukowe PWN. 
O’Donnell, A.T., Jetten, J., Ryan, M.K. 2010. Watching over your own: How surveillance 
moderates the impact of shared identity on perceptions of leaders and follower 
behaviour. European Journal of Social Psychology, 40(6), 1046-1061. 
https://doi.org/10.1002/ejsp.701. 
Ottery, J.R. 2006. Who are they and what do they have to do with what i want to be? the 
writing of multicultural identity and college success stories for first-year writers. In 
Identity Papers: Literacy and Power in Higher Education, 122-137. 
Pascoe, S., Brincat, S., Croucher, A. 2019. The discourses of climate change science: 
Scientific reporting, climate negotiations and the case of Papua New Guinea. Global 
Environmental Change, 54, 78-87. https://doi.org/10.1016/j.gloenvcha.2018.11.010. 
Phillips, N., Tracey, P., Karra, N. 2013. Building entrepreneurial tie portfolios through 
strategic homophily: The role of narrative identity work in venture creation and early 
growth. Journal of Business Venturing, 28(1), 134-150. 
https://doi.org/10.1016/j.jbusvent.2011.12.002. 
Piber, M. 2020. Management, participation and entrepreneurship in the cultural and creative 
sector. In Management, Participation and Entrepreneurship in the Cultural and Creative 
Sector. https://doi.org/10.1007/978-3-030-46796-8. 
Pollard, V., Wilson, E. 2014. The “Entrepreneurial Mindset” in Creative and Performing Arts 
Higher Education in Australia. Artivate: A Journal of Entrepreneurship in the Arts, 
3(1), 3-22. https://doi.org/10.1016/j.bbapap.2013.06.007. 
Postuła, A., Majczyk, J. 2018. Managers and leaders in need of entrepreneurial competences. 
Entrepreneurial Business and Economics Review, 6(1), 91-103. 
https://doi.org/10.15678/EBER.2018.060105. 
Randrianasolo, A., Sala, J. 2016. Artist brand personality, cognitive identification, and music 




Raso, R., Fitzpatrick, J.J., Masick, K. 2020 Clinical nurses’ perceptions of authentic nurse 
leadership and healthy work environment. Journal of Nursing Administration, 50(9), 
489-494. https://doi.org/10.1097/NNA.0000000000000921. 
Reysen, S., Katzarska-Miller, I., Plante, C.N., Roberts, S.E., Gerbasi, K.C., Brooks, T.R., 
Tague, A.M. 2020. Anime and global citizenship identification. The Phoenix Papers, 
4(2), 48-61. https://doi.org/10.17605/OSF.IO/JXPTQ. 
Rikou, E., Chaviara, I. 2016. “Crisis” as art: Young artists envisage mutating Greece. Visual 
Anthropology Review, 32(1), 47-60. https://doi.org/10.1111/var.12092. 
Sanderson, Y.B. 2012. Color charts, esthetics, and subjective randomness. Cognitive 
Science, 36(1), 142-149. https://doi.org/10.1111/j.1551-6709.2011.01198.x. 
Saxena, G. 2019. Multidimensional competency construct for social entrepreneurs: A logistic 
regression approach. Kasetsart Journal of Social Sciences, 40(3), 684-688. 
  Post-communist Burden Influence on the Perception of Crea-tive Identities:  




Schediwy, L., Bhansing, P.V., Loots, E. 2018. Young musicians’ career identities: do 
bohemian and entrepreneurial career identities compete or cohere? Creative Industries 
Journal, 11(2), 174-196. https://doi.org/10.1080/17510694.2018.1489197. 
Senior, A., Kelly, S. 2016. On the dialectics of charisma in marina abramović’s the artist is 
present. Performance Research, 21(3), 74-83. 
https://doi.org/10.1080/13528165.2016.1176740. 
Siedell, D.A., Gibson, A.E. 1999. Abstract Expressionism: Other Politics. Journal of 
Aesthetic Education, 33(1), 105. https://doi.org/10.2307/3333742. 
Soaita, A.M., Wind, B. 2020. Urban Narratives on the Changing Nature of Social Capital in 
Post-Communist Romania. Europe-Asia Studies, 72(4), 712-738. 
https://doi.org/10.1080/09668136.2020.1718064. 
Sotiropoulos, D.A. 2005. Positive and negative social capital and the uneven development of 
civil society in Southeastern Europe. Southeast European and Black Sea Studies, 5(2), 
243-256. https://doi.org/10.1080/14683850500122919. 
Steffens, N.K., Haslam, S.A., Peters, K., Quiggin, J. 2020. Identity economics meets identity 
leadership: Exploring the consequences of elevated CEO pay. Leadership Quarterly, 
31(3). https://doi.org/10.1016/j.leaqua.2018.10.001. 
Steffens, N.K., Wolyniec, N., Okimoto, T.G., Mols, F., Haslam, S.A., Kay, A.A. 2021. 
Knowing me, knowing us: Personal and collective self-awareness enhances authentic 
leadership and leader endorsement. Leadership Quarterly. 
https://doi.org/10.1016/j.leaqua.2021.101498. 
Stoyanov, S. 2017. Enabling social identity interaction: Bulgarian migrant entrepreneurs 
building embeddedness to a transnational network. British Journal of Management, 1-
39. https://doi.org/10.1111/(ISSN)1467-8551. 
Strauß, P., Greven, A., Brettel, M. 2020. Determining the influence of national culture: 
insights into entrepreneurs’ collective identity and effectuation. International 
Entrepreneurship and Management Journal. https://doi.org/10.1007/s11365-020-
00645-2. 
Stuke, K.B. 2013. Understanding Leadership Through Leadership Understandings. Journal of 
Leadership Studies, 7(2), 55-61. https://doi.org/10.1002/jls.21291. 
Sturdivant, F.D., Ginter, J.L., Sawyer, A.G. 1985. Managers’ conservatism and corporate 
performance. Strategic Management Journal, 6(1), 17-38. 
https://doi.org/10.1002/smj.4250060103. 
Sutherland, I. 2013. Arts-based methods in leadership development: Affording aesthetic 
workspaces, reflexivity and memories with momentum. Management Learning, 44(1), 
25-43. https://doi.org/10.1177/1350507612465063. 
Syrko, I. 2019. Reception of the personality of Mykhailo Shchepkin in Taras Shevchenkoʼs 
lingual consciousness (on material of “Shchodennyk”). Culture of the Word, 90, 190-
198. https://doi.org/10.37919/0201-419x-2019.90.16. 
Szostak, M. 2020. Creativity and Artistry in Organ Music. The Organ, 391, 24-31. 
https://depot.ceon.pl/handle/123456789/19170. 
Szostak, M., Sułkowski, Ł. 2020a. Manager as an artist: Creative endeavour in crossing the 
borders of art and organizational discourse. Creativity Studies, 13(2), 351-368. 
https://doi.org/10.3846/cs.2020.11373. 
Szostak, M., Sułkowski, Ł. 2021a. Identity crisis of artists during the COVID-19 pandemic 
and shift towards entrepreneurship. Entrepreneurial Business and Economics Review, 
9(3), 87-102. https://doi.org/doi.org/10.15678/EBER.2021.090306. 





Creativity Studies, 14(1), 112-124. https://doi.org/10.3846/cs.2021.13822. 
Szostak, M., Sułkowski, Ł. 2021. The Identity and Self-Perception of Artists-Managers. 
Problems and Perspectives in Management, 19(1), 372-386. 
https://doi.org/10.21511/ppm.19(1).2021.32. 
Szostak, M., Sułkowski, Ł. 2020b. Kitsch in Management: characteristic forms, carriers and 
propagators. Education Excellence and Innovation Management : A 2025 Vision to 
Sustain Economic Development during Global Challenges : Proceedings of the 35th 
International Business Information Management Association Conference (IBIMA), 1-2 
April 2020, 7584-7598. 
https://www.researchgate.net/publication/345996764_Kitsch_in_Management_charact
eristic_forms_carriers_and_propagators. 
Taleghani, M. 2012. Impact of Attitudes on Managers Creativity. Procedia - Social and 
Behavioral Sciences, 40, 65-70. https://doi.org/10.1016/j.sbspro.2012.03.162. 
Tatarkiewicz, W. 2015. Historia estetyki. PWN. 
Thanh, N.H., Quang, N.Van. 2019. Ethical Leadership in the Digital Era: Requirements for 
Developing Ethical Leaderships in Vietnam. The International Journal of Business & 
Management, 7(7). https://doi.org/10.24940/theijbm/2019/v7/i7/bm1907-028. 
Toscher, B. 2020. Blank Canvas: Explorative Behavior and Personal Agency in Arts 
Entrepreneurship Education. Artivate: A Journal of Entrepreneurship in the Arts, 9(2), 
19-44. https://doi.org/10.34053/artivate.9.2.115. 
Traikova, D., Möllers, J., Buchenrieder, G. 2014. Post-communist rural entrepreneurship in 
Bulgaria. Contemporary Issues in Entrepreneurship Research, 4, 193-213. 
https://doi.org/10.1108/S2040-724620140000004009. 
United Nations. 2021. Country classification. World Economic Situation and Prospects 2020. 
https://www.un.org/development/desa/dpad/wp-
content/uploads/sites/45/WESP2020_FullReport.pdf. 
Van de Calseyde, P.P.F.M., Evans, A.M., Demerouti, E. 2020. Leader decision speed as a 
signal of honesty. Leadership Quarterly. https://doi.org/10.1016/j.leaqua.2020.101442. 
Venus, M., Johnson, R.E., Zhang, S., Wang, X.H. (Frank), Lanaj, K. 2019. Seeing the Big 
Picture: A Within-Person Examination of Leader Construal Level and Vision 
Communication. Journal of Management, 45(7), 2666-2684. 
https://doi.org/10.1177/0149206318761576. 
Vivant, E. 2016. Rejection, Adoption or Conversion. The Three Ways of Being a Young 
Graduate Auto-Entrepreneur. Work Organisation, Labour and Globalisation, 2016, The 
Precariousness of Knowledge Workers (Part 1): Hybridisation, Self-Employment and 
Subjectification, 10(2), 68-83. https://hal-enpc.archives-ouvertes.fr/hal-01408579. 
Voss, Z.G., Cable, D.M., Voss, G.B. 2006. Organizational identity and firm performance: 
What happens when leaders disagree about “who we are?” Organization Science, 
17(6), 741-755. https://doi.org/10.1287/orsc.1060.0218. 
Wagner, K. 2020. Randomness and recommendations – exploring the web platform of the 
artist Ivar Arosenius and other digital collections of art. Museum and Society, 18(2), 
243-257. https://doi.org/10.29311/mas.v18i2.3252. 
Walter, H.M. 2015. Artist, Professional, Gentleman: Designing the Body of the Actor-
Manager, 1870-1900. Royal College of Art. 
Warhurst, R., Black, K. 2017. What do managers know? Wisdom and manager identity in 
later career. Management Learning, 48(4), 416-430. 
https://doi.org/10.1177/1350507616679346. 
Wated, G., Sanchez, J.I. 2005. The effects of attitudes, subjective norms, attributions, and 
individualism-collectivism on managers’ responses to bribery in organizations: 
  Post-communist Burden Influence on the Perception of Crea-tive Identities:  
Consequences for Managers and Leaders  
302 
  
Evidence from a developing nation. Journal of Business Ethics, 61(2), 111-127. 
https://doi.org/10.1007/s10551-005-8712-y. 
Watson, T.J. 2009. Narrative, life story and manager identity: A case study in 
autobiographical identity work. Human Relations, 62(3), 425-452. 
https://doi.org/10.1177/0018726708101044. 
Weinstein, K. 2005. The power, and dilemma, of honesty: action learning for social 
entrepreneurs. Action Learning: Research and Practice, 2(2), 213-219. 
https://doi.org/10.1080/14767330500207118. 
Wilson, C., Brown, M. 2012. Sound, space, image and music: Hybridity in creative process 
through technology, interactivity and collaboration. Journal of Music, Technology and 
Education, 5(1), 89-107. https://doi.org/10.1386/jmte.5.1.89_1. 
Wolf, C. 2019. Not lost in translation: Managerial career narratives and the construction of 
protean identities. Human Relations, 72(3), 505-533. 
https://doi.org/10.1177/0018726718778094. 
Woodward, J.B., Funk, C. 2010. Developing the artist-leader. Leadership, 6(3), 295-309. 
https://doi.org/10.1177/1742715010368768. 
Zheng, M.X., Yuan, Y., van Dijke, M., De Cremer, D., Van Hiel, A. 2020. The Interactive 
Effect of a Leader’s Sense of Uniqueness and Sense of Belongingness on Followers’ 
Perceptions of Leader Authenticity. Journal of Business Ethics, 164(3), 515-533. 
https://doi.org/10.1007/s10551-018-4070-4. 
Zhou, J., Shin, S.J., Cannella, A.A. 2008. Employee self-perceived creativity after mergers 
and acquisitions: Interactive effects of threat opportunity perception, access to 
resources, and support for creativity. Journal of Applied Behavioral Science, 44(4), 
397-421. https://doi.org/10.1177/0021886308328010. 
Zhu, W., Trevinõ, L.K., Zheng, X. 2016. Ethical Leaders and Their Followers: The 
Transmission of Moral Identity and Moral Attentiveness. Business Ethics Quarterly, 
26(1), 95-115. https://doi.org/10.1017/beq.2016.11. 
 
